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Introduction 


A 

Objectives  and  Scope  The  overall  objective  of  the  study  was  to  establish  the  potential  of  the 

Electronic  Store  concept  as  a new  service  for  Digital’s  customers  in  the 

United  Kingdom,  both  for  Strategic  Accounts  and  for  Complementary 

Solutions  Organisations  (CSOs). 

The  study  was  designed  to  meet  the  following  specific  objectives: 

• To  test  and  explore  the  concept  of  the  proposed  services  in  the  market- 
place 

• To  understand  the  organisational  communication  capabilities  and 
expected  method  of  communication  for  an  E-Store  facility 

• To  identify  at  the  most  general  level  the  market  potential  for  the  service 
as  a product  within  Digital’s  existing  account  base,  e.g..  Would 
Digital’s  customer  base  purchase  such  a system  to  trade  with  its  own 
customers? 

• To  establish  the  existence,  use  and  nature  of  any  procurement  processes 
or  order  systems  currently  in  place  within  the  respondent’s 
organisation.  This  relates  to  manual  or  electronic  systems. 

These  objectives  are  summarised  in  Exhibit  I-l. 
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EXHIBIT  1-1 


Study  Objectives 

• Acceptability  of  E-Store  concept, 
i.e.,  in  Digital  channel 

• E-Store  as  a product,  i.e.,  in  users’  channels 

• What  kind  of  E-Store 

- Facilities 

- Interfaces 

- Users 

- etc. 

The  scope  of  the  proposed  research  study  was  defined  by  the  following 

parameters: 

• The  research  was  to  be  confined  to  the  United  Kingdom  market. 

• The  sample  for  field  research  would  be  derived  from  respondent 
listings  provided  by  Digital. 

• For  each  identified  respondent  organisation  the  views  of  both  technical 
(i.e.,  IS)  and  commercial  (i.e.,  Procurement/Purchasing)  managers 
would  need  to  be  researched. 

Research  was  conducted  for  both  Strategic  Accounts  and  for  Comple- 
mentary Solutions  Organisations  (CSOs). 

The  scope  of  the  study  was  further  defined  by  the  following  specific 

information  requirements: 

Procurement  Processes/Systems: 

• How  is  procurement — i.e.,  product  selection  and  ordering — currently 
undertaken  within  the  organisation?  What  processes  exist? 

• The  advantages/disadvantages/fhistrations  felt. 

• How  long  does  the  procurement  process  take,  frequency  of  ordering, 
etc.? 
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For  a respondent  already  using  an  Electronic  Store  process: 

• Who  has  supplied  the  system  and  how  was  it  purchased  or  developed 
in-house,  i.e.,  identifying  any  competitors? 

• What  facilities  does  the  system  have  and  their  levels  of  usage? 

• Is  it  standalone  or  integrated  into  other  systems  and  software  applica- 
tions, and  if  so,  what  are  they? 

• Are  there  any  charging  processes  in  place  for  these  systems;  if  so,  how 
do  they  work? 

Electronic  Store  Concept: 

• The  features  and  facilities  required  from  a system,  their  priority  and 
how  often  they  would  be  used. 

• Perceived  benefits  of  the  facilities. 

• How  would  the  concept  change/impact  those  processes  already  in 
existence,  e.g.,  timings,  frequency  of  orders,  etc.? 

• How  do  potential  users  expect  the  service  to  be  delivered,  i.e.,  free  of 
charge,  subscription,  payment  for  excess  usage,  etc.? 

Exhibit  1-2  summarises  the  project  scope. 


EXHIBIT  1-2 


Scope  of  Study 

• U.K.  only 

• Sample 

- CSOs  versus  SAs 

• Interviewing 

- Procurement/Purchasing  and  IS  managers 

• Detailed  information  requirements 
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B 

Methodology 


C 

Conduct  of  the  Study 


Upon  agreement  of  the  detailed  project  objectives,  INPUT  prepared  a 
questionnaire  designed  to  capture  the  key  data  elements  determined  by 
these  objectives.  This  questionnaire  was  to  be  agreed  with  Digital  either 
at  the  initial  meeting  or  subsequently. 

The  research  process  recommended  was  the  qualitative  one  of  in-depth 
face-to-face  interviews.  The  field  work  was  conducted  by  consultants 
who  were  able  to  bring  a responsive  and  analytical  approach  to  bear 
during  the  conduct  of  the  interviews. 

Although  more  than  one  representative  of  a given  company  had  to  be 
researched,  it  was  realised  early  on  that  a variety  of  situations  would  be 
encountered  in  practice: 

•Two  managers  would  need  to  be  interviewed  at  separate  times. 

• More  than  two  persons  might  be  involved. 

• Only  one  respondent  might  be  obtainable  or  willing  to  be  interviewed. 

• Both  the  technical  and  commercial  managers  might  be  present  in  one 
meeting. 

The  sample  frame  agreed  with  Digital  was  as  follows: 

• CSOs  15 

• Strategic  Accounts  10 


The  project  was  commenced  with  a client  meeting  on  30  May  1991.  The 
questionnaire  was  drafted  that  day  after  the  project  launch  meeting. 

The  research  phase  of  the  project  started  as  soon  as  the  questionnaire  had 
been  approved  by  Digital  at  the  start  of  the  week  commencing  Monday 
10  June  1991.  This  phase  extended  through  to  13  August  1991,  when  the 
27th  and  last  arranged  interview  was  obtained.  Exhibit  1-3  shows  the 
actual  quotas  achieved  out  of  the  designated  companies  assigned  for 
interview  by  Digital.  All  interviews  except  for  one  company  were 
obtained  face  to  face.  The  programme  of  research  included  visits  to  the 
Midlands,  the  North  of  England,  and  Scotland,  as  well  as  those  required 
in  London  and  the  South  East. 
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EXHIBIT  1-3 


Sample 


• 1 6 ex.  20  = 80%  - CSOs 

1 1 ex.  1 5 = 73%  - SAs 
27  ex.  35 

• 26  face  to  face 

1 faxed  reply 

The  research  phase  lasted  longer  that  the  original  four  to  five  weeks 
envisaged  because  Digital  was  only  able  to  provide  35  respondent  com- 
panies with  named  contacts  instead  of  the  75  requested  by  INPUT  at  the 
proposal  stage.  This  meant  that  INPUT  was  not  so  easily  able  to  pass  on 
to  another  company  if  a delay  or  refusal  was  encountered.  Nevertheless, 
the  hit-rate  of  respondents  was  high  (77%  overall),  indicating  the  co- 
operative spirit  of  the  companies  and  their  preparedness  to  undergo  the 
interview  process.  Exhibit  1-4  gives  the  breakdown  of  the  sample  of 
interviews  by  function  of  the  interviewee.  All  told,  5 1 people  were 
spoken  to  in  a range  of  functional  capacities: 

• IS  (Information  Systems)  were  in  the  majority  because  it  was  in  most 
cases  possible  to  identify  a DP  professional  or  manager  who  could 
answer  the  technical  questions  on  automation  and  networking.  If  he 
was  also  acquainted  with  the  software  used  in-house  to  support  buying 
processes,  he  was  also  able  to  contribute  in  other  question  areas. 

• Purchasing  staff  were  found  to  respond  in  just  over  55%  of  cases, 
indicating  the  involvement  of  the  purchasing  function  in  companies 
where  the  procurement  function  was  not  a more  favoured  response 
point.  In  a significant  number  of  cases,  purchasing  and/or  procurement 
was  handled  by  a general  manager  or  director,  e.g.,  a materials  manager 
or  a financial  director. 

• General  management,  especially  among  the  CSOs,  was  often  found  to 
be  responsible  for  the  IS  function.  In  the  smaller  CSOs,  where  the 
automation  involved  merely  word  processing  or  standard  accounts 
systems,  the  person  responsible  might  be  a financial  director  or  support 
manager. 

• Procurement  managers  were  found  to  be  active  within  a separate  man- 
agement function  in  only  a minority  of  cases  and  these  were  usually  the 
large  strategic  accounts. 
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EXHIBIT  1-4 


Respondents 


Purchasing 

Procurement 

Other/General 

IS 

All 

CSOs 

9 

4 

9 

8 

30 

SAs 

6 

1 

5 

9 

21 

Both 

15 

5 

14 

17 

51 

1 interviewee  only  x 6 
2-4  interviewees  x 21 


Exhibit  1-5  lists  the  respondent  companies,  together  with  the  titles  of  the 
interviewees,  for  each  of  the  two  groups  of  potential  users. 


EXHIBIT  1-5 


E-Store  Concept — Respondent  List 

SAs 


No. 

Company 

Titles  of  Respondents 

0 

Glaxo 

Strategic  Purchasing  Manager 
IT  Manager 

1 

GPT  BSG 

Chief  Buyer,  MRO 
Systems  Analyst 

2 

Brown  & Root  Vickers 

Materials  Manager 
IS  Manager 

3 

SET  RHA 

Computer  Procurement  Executive 

4 

Reuters 

Admin.  Manager,  Materials 
Management 

5 

Pfizers 

Buyer 

DEC  Purchasing/Data  Centre 
Administrator 

6 

Birds  Eye  Walls 

Company  Systems  Business  Manager 
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EXHIBIT  1-5  Com. 


E-Store  Concept — Respondent  List 

SAs 


No. 

Company 

Titles  of  Respondents 

7 

Dupont  (UK)  Ltd 

Purchasing 
DP  Supervisor 

8 

Scottish  Power 

Head  of  Operational  Buying 
Senior  Buyer 
IS  Department  Reps  (x2) 

9 

Mercury 

General  Manager,  Materials  and  Services 
IS  Director 

10 

BT 

Manager,  Midrange  Proprietary  Systems 

11 

AT&T  Istel 

Senior  Consultant 

12 

Source  - 1 

Group  Finance  Director 
Operations  Manager 

13 

Metrologie 

Stock  Controller 
MIS  Manager 

14 

SD-Scicon 

IT  Manager/Technical  Director 

15 

ACT  Financial 

Sales  Desk  Manager 
Support  Manager 

16 

Fisher  Controls 

Purchasing  Manager 
OEM  Purchasing  Officer 

17 

McDonnell  Douglas 

Commercial  Administration  Manager 
VAR  Procurement  Manager 

18 

Autofile 

Company  Director 
Finance  Director 

19 

Hawke 

Franchise  Manager  DEC 
Technical  Manager 

20 

Hamilton  Rentals 

DEC  Business  Manager 
DP  Manager 
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EXHIBIT  1-5  Cent. 


E-Store  Concept — Respondent  List 

SAs 


No. 

Company 

Titles  of  Respondents 

21 

Prime  UK 

OEM  Purchasing  Manager 
Order  Administration  Supervisor 
Manager  of  Information  Resources 

22 

Logica 

Purchasing  Manager 
IS  Manager 

23 

P&P  Corporate 

Digital  Support  Manager 
Purchasing  Executive 

24 

Technology  pic 

Product  Manager 

Director,  Open  Systems  Division 

25 

GSI 

UK  Sales  & Marketing  Manager 
Operations  Manager 

26 

CHA 

Financial  Director 
Technical  Support  Manager 

The  range  of  different  managers  and  executives  who  were  interviewed 
reflects  the  wide  range  of  environments  encountered  in  the  interview 
programme.  Although  it  is  possible  to  analyse  each  environment  accord- 
ing to  the  individual  responses  given,  in  some  ways  each  environment 
was  unique,  representing  as  it  does  the  structures,  policies  and  cultures  of 
each  respondent’s  business. 

In  assessing  the  results  obtained  from  talking  to  more  than  one  party 
within  the  majority  of  the  companies  researched,  a number  of  results 
should  be  noted: 

• The  questions  in  the  questionnaire  tended  to  be  answered  by  one 
interviewee  and  not  by  both.  This  was  less  true  if  both  types  of 
interviewee  were  present  at  one  session. 

• Procurement/purchasing  type  questions  were  passed  over  or  given  a 
null  response  by  IS  managers. 
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• Networking  questions  were  normally  only  answered  by  the  IS  manage- 
ment. 

• E-Store  assessment  questions  at  both  the  detailed  and  overall  levels 
were  normally  only  answered  by  the  Procurement,  Purchasing  or 
General  Managers. 

• Questions  on  automation  of  systems  and  on  EDI  were  normally  an- 
swered by  the  Procurement/Purchasing  representative,  although  in 
some  cases  (and  automation  only  appeared  in  the  minority  of  cases)  IS 
management  could  add  detail  such  as  the  name  of  the  product. 

In  summary,  therefore,  we  can  say  that  there  does  not  exist  (at  any  rate 
within  this  sample)  a clear  distinction  between  an  “internal  technical” 
view  of  the  E-Store  potential  represented  by  the  IS  management,  and  an 
“outward  looking  commercial”  view  represented  by  Procurement  or 
Purchasing.  The  decision  point  for  accepting  an  E-Store  facility  lies 
within  these  organisations  quite  clearly  in  the  responsibility  area  of 
Purchasing  (or  with  Procurement,  if  such  a function  exists  as  a separate 
department).  The  assessments  of  the  requirements  that  an  E-Store  might 
satisfy  have  been  made  by  the  Procurement/Purchasing  functions  within 
our  respondent  companies.  Therefore,  these  assessments  are  those  of  the 
appropriate  decision  makers  given  two  provisos: 

• Decisions  involving  expenditure  might  rise  to  a higher  level  of  manage- 
ment. 

• IS  managers  might  act  as  a delaying  factor  in  the  implementation 
timescales,  although  INPUT  sees  this  as  a low  risk. 

Because  of  the  delays  encountered  in  obtaining  the  full  results  of  the 
study,  INPUT  supplied  intermediate  deliverables  at  a number  of  points  in 
the  project: 

• A debriefing  was  held  at  Reading  on  2 July  1991,  when  nine  interviews 
were  analysed  and  described. 

• An  intermediate  written  analysis  of  the  findings  from  the  first  18 
interviews  was  sent  to  Digital  in  the  week  commencing  22  July  1991. 

• A full  presentation  covering  analysis  of  all  27  interviews  was  made  by 
INPUT  at  Reading  on  27  August  1991. 

Copies  of  the  completed  questionnaires  and  the  hand- written  spreadsheet 
analyses  were  handed  over  during  the  course  of  the  project. 
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This  report  is  a full  written  version  of  INPUT’S  study  findings  and  differs 
only  in  very  minor  details  from  the  findings  present^  at  the  full  presen- 
tation. For  example,  51  interviewees  were  spoken  to  and  not  50  as 
reported  at  the  presentation.  In  all  material  respects  this  report  is  identi- 
cal in  its  findings  to  the  presentation. 

P 

Structure  of  the  Report  After  this  introduction  the  report  also  contains: 

• Chapter  n,  an  Executive  Overview  of  the  findings. 

• Chapter  HI,  the  detailed  set  of  findings  regarding  the  requirements  for 
an  E-Store. 

• Chapter  IV,  the  survey  findings  on  the  technical  requirements  for 
communicating  with  an  E-Store  system. 

• Chapter  V,  analysis  of  the  responses  to  questions  on  current  procure- 
ment and  purchasing  procedures  and  systems. 

• Chapter  VI,  the  summary  conclusions  and  recommendations. 


MO 
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A 

Digital’s  E-Store 
Meets  a Requirement 


Executive  Overview 


input’s  overall  conclusions  from  conducting  this  qualitative  survey  of 
27  potential  users  are  that: 

• Digital  should  implement  an  integrated  E-Store  project  in  a carefully 
phased  manner. 

• The  facilities  must  be  designed  to  be  compatible  with  other  facilities 
such  as  EDI,  which  Digital  is  already  implementing  with  certain  cus- 
tomers. 

• The  E-Store  should  be  offered  free  of  charge;  otherwise  it  risks  not 
being  used. 

• It  should  be  designed  for  simplicity  and  ease  of  use  and  in  such  a way 
as  to  be  seen  to  be  a part  of  an  integrated  set  of  facilities  including  E- 
mail,  EDI,  videotex  and  any  special  facilities  available  only  to  CSOs. 

The  objective  of  adopting  the  integrated  approach  is  to  remove  or 
minimise  confusion  on  the  part  of  users  while  at  the  same  time  offering 
enough  options  to  satisfy  all  tastes. 

Exhibit  II- 1 summarises  the  survey’s  findings  as  to  how  much  interest 
there  was  on  the  part  of  users  in  having  the  facilities  outlined. 

• The  ratings  were  equivalent  to  76%  of  CSOs  requiring  the  service. 

• Strategic  accounts  (SAs)  expressed  an  interest  rating  equivalent  to  70% 
of  their  number  requiring  E-Store. 
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EXHIBIT  li-1 


EXHIBIT  II-2 


Requirement  for  E-Store 
Overall  Rating  Levels 


• At  76%  level  - CSOs 

At  70%  level  - SAs 

- in  channel 

• At  20-45%  levels  as  product 
- Not  totally  unacceptable 


The  above  ratings  apply  to  the  use  of  E-Store  in  the  Digital  distribution 
channel.  A much  lower  set  of  ratings  (24%  for  SAs  and  46%  for  CSOs) 
was  obtained  when  the  use  of  the  E-Store  in  the  users’  distribution 
channels  was  researched. 

Exhibit  n-2  summarises  the  answers  to  the  key  questions  (18a  and  18b), 
giving  the  samples  sizes  as  well. 


Overall  Degree  of  Interest 
In  E-Store 


Organisation  Type 

For  Digital 
Procurement 
(Question  18a) 

As  a Service 
to  Clients 
(Question  18b) 

Strategic  Accounts 

3.5 

1.2 

Sample 

11 

3 

CSOs 

3.8 

2.3 

Sample 

16 

14 

Total  Sample 

3.7 

2.1 

Sample 

27 

17 

(Questions  18a  and  18b) 
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Potential  Client’s  Strategic  accounts  gave  a slightly  different  priority  listing  of  the  most 

View  of  E-Store  important  features  required  from  the  E-Store  from  that  given  by  the 

CSOs.  See  Exhibits  II-3  and  II-4  respectively. 


EXHIBIT  11-3 


Requirements  for  E-Store 
At  the  Feature  Level 


• Top  4 ranking  by  SAs 

- Net  price  look-up 

- Order  status 

- Quotations 

- Product  look-up 

Plus  Configuration  Checks 

EXHIBIT  11-4 


Requirements  for  E-Store 
At  the  Feature  Level 


• Top  4 ranking  by  CSOs 

- Order  status 

- Net  price  look-up 

- Query  handling 

- Quotations 

Plus  Configuration  Checks 


The  top  two  features  required  were  in  both  cases  net  price  look-up  and 
order  status,  but  the  first  was  the  most  important  for  SAs  and  the  second 
for  CSOs. 

• Quotations  appeared  in  both  groups’  top  four  requirements. 

• Query  handling  was  more  important  to  CSOs,  while  product  look-up 
had  more  pull  with  the  perhaps  less  device-familiar  SAs. 

• Both  groups  spontaneously  stressed  the  importance  of  a configuration 
checking  facility,  although  it  was  not  specifically  mentioned  in  the 
questionnaire. 
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Usage 


E-Store  facilities  would  be  accessed  with  only  moderate  frequency.  The 
range  of  frequencies  quoted  was  from  “two-three  times  a week”  up  to 
hourly  use.  A likely  typical  access  rate  would  be  “two  to  three  times  a 
day.” 

The  number  of  users  in  any  one  client  company  who  would  need  to  have 
terminal  access  to  the  E-Store  ranged  from  a single  user  up  to  around  50 
users.  The  most  commonly  quoted  bracket  for  the  number  of  users  was 
from  “two  to  five  terminals.” 

Exhibit  n-5  summarises  these  findings. 


EXHIBIT  11-5 


Usage 

• Number  of  accesses 

- Range:  2-3  per  week  up  to  hourly 

-Mode:  2-3  per  day 

• Number  of  users 

-Range:  1 up  to  50 

- Mode:  2-5  “terminals” 


p 

Charging  E-Store  should  be  offered  as  a “free-of-charge”  option  if  it  is  to  be  used 

at  all,  was  the  feeling  expressed  by  the  majority  of  interviewees.  CSOs 
were  less  likely  to  oppose  charges  than  strategic  accounts,  presumably 
because  the  E- Store  might  allow  CSOs  to  add  value  in  the  form  of 
improved  deliveries  and/or  more  accurate  delivery  information.  (See 
Exhibit  n-6.) 
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EXHIBIT  11-6 

Charging 

• Free  of  charge 

• Evaluate  versus  benefits 

• CSOs  less  against  than  SAs 

E 

Drawbacks 

Exhibit  n-7  lists  the  drawbacks  envisaged  by  the  two  groups  of  potential 

users: 

• Cost  was  more  of  an  issue  to  the  strategic  accounts. 

• Security  issues  affected  both  groups. 

• The  most  important  aspect  relates  to  the  potential  loss  of  personal 
contact  with  an  account  manager  who  is  truly  accountable  to  each 
Digital  customer.  Only  the  CSOs  mentioned  the  problem  of  compatibil- 
ity with  EDI  standards,  indicating  their  perception  of  being  vulnerable 
to  Digital  initiatives  if  Digital  is  their  principal  franchise. 

EXHIBIT  11-7 


Drawbacks 


Strategic  Accounts 

CSOs 

• Loss  of  accountability 

• Cost  of  integrating 

• Security  issues 

• Loss  of  personal  touch 

• EDI  standards 

• Integrity/security 

• Cost 
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Current  Procurement 
Practice 


G 

Current  Level  of 
Automation 


The  principal  trend  in  purchasing  and  procurement  among  the  larger 
companies  is  the  use  of  bulk  buying  using  master  contracts  from  which 
central,  regional  or  local  managers  would  have  the  facility  to  call  off 
supplies. 

Among  the  CSOs,  procurement  is  usually  split  according  to  supplier 
franchise.  Most  CSOs  interviewed  regarded  Digital  as  their  main  fran- 
chise but  might  also  distribute  or  act  for  Sun,  Hewlett-Packard,  Compaq 
or  even  Toshiba.  Increasingly,  IBM  franchises  were  being  undertaken. 


A majority  (8  out  of  1 1)  of  strategic  accounts  had  implemented  auto- 
mated purchasing  modules  or  purchasing  systems,  four  of  which  had 
been  developed  in-house.  Use  of  external  E-Store-like  automated  ser- 
vices was  confined  to  one  company.  Two  SAs  were  using  EDI. 

By  contrast,  only  50%  of  the  16  CSOs  interviewed  had  an  automated 
system  to  assist  with  procurement  and  purchasing.  In  several  cases  there 
was  an  acknowledged  need  to  upgrade  from  a currently  low  level  of 
computer  assistance,  e.g.,  the  system  just  prints  the  purchase  orders 
which  have  been  keyed  in  via  a PC. 

On  the  other  hand,  the  CSOs  had  widespread  experience  of  using  sup- 
plier-provided external  services  such  as  Dial-IBM  or  Digital’s  current 
automated  services.  EDI  was  again  used  by  only  a minority  (around 
19%)  of  CSO  companies. 
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Overall  Degree 
of  Interest 


Client  Perceptions  of  the  E-Store 


The  questionnaire  was  designed  to  survey  a number  of  factors  which  can 
be  grouped  under  the  general  heading  of  the  Potential  User’s  Perception 
of  what  using  an  Electronic  Store  would  be  like. 

A basic  principal  of  the  interview  technique  was  to  lead  through  general 
questions  on  the  procurement  process  to  more  specific  questions  related 
to  the  acceptability  of  this  or  that  proposed  E-Store  feature,  before  pop- 
ping the  key  question  of  the  overall  degree  of  interest  once  the  concept 
had  become  firmly  established  in  the  respondent’s  mind. 

The  responses  have  been  analysed  under  the  two  sub-samples  of  strategic 
accounts  and  CSOs.  Responses  were  in  the  main  analysed  only  in  terms 
of  these  two  separate  groups  (SAs  and  CSOs)  because  the  characteristics 
were  significantly  different  although  not  so  far  divergent  as  to  require 
separate  recommendations.  Occasionally  a combined  sample  analysis  is 
also  provided.  From  now  on  in  this  report,  the  charts  given  in  the  exhib- 
its have  the  relevant  question  numbers  shown  at  the  foot  of  each. 

1.  As  a Procurement  Tool 

Exhibit  ni-1  tabulates  the  numeric  ratings  given  by  the  sub-samples  in 
answer  to  question  18a,  while  Exhibit  III-2  lists  in  summary  form  the 
important  reservations  made  by  each  group  when  asked  to  mention  the 
disadvantages  perceived.  Both  these  charts  related  to  the  use  of  E-Store 
as  a service  supplied  by  Digital  to  its  customers.  In  all  charts  the  ratings 
were  asked  for  between  0 and  5,  where  0 means  no  interest,  etc.,  and  5 
means  the  highest  interest,  etc. 
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Overall  Degree  of  Interest  in  Using  E-Store 
As  Digital  Customers 


Degree  of  Interest 
(Number  of  Responses) 

Client  Type 

Low 

High 

Sample 

1 2 

3 

4 5 

Size 

Strategic  Account 

2 

4 

2 3 

11 

CSO 

1 1 

5 

1 8 

16 

(Question  18a) 


EXHIBIT  III-2 


Important  Disadvantages 
Perceived  in  Using  E-Store 

Strategic  Accounts 

• Possible  loss  of  audit  trail/account  manager 
accountability 

• Internal  security/risk  of  abuse/restrict  access 

• Systems  down  either  end 

• Cost  of  implementing 

• Integration  problem 

CSQs 

• Losing  the  personal  touch/accountability 

• Not  being  EDI  standards-compatible 

• System  crash  would  cause  havoc 

• Lack  of  security 

• Cost  of  using/implementing 

(Question  1 8a) 
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2.  As  a Selling  Tool 

Exhibits  m-3  and  III-4  provide  the  same  analyses  but  this  time  for  the 
degree  of  interest  in  using  the  E-Store  as  a service  to  the  respondents’ 
customers  (question  18b).  The  ratings  in  these  cases  were  considerably 
lower  than  the  equivalent  ratings  previously  sought  for  the  Digital  ser- 
vice. CSOs  were  less  hostile  to  the  E-Store  fulfilling  such  a function  than 
were  the  SAs. 

Two  points  should  be  noted: 

• Among  the  SAs  only  a minority  (3)  thought  it  at  all  relevant. 

• The  interviewees  were  not  from  the  sales  and  marketing  functions 
within  their  organisations,  whereas  sales  and  marketing  would  seem  to 
be  the  most  likely  champions  of  an  E-Store  service  for  their  own  cus- 
tomers. 

This  was  the  only  question  which  related  to  the  role  of  the  E-Store  as  a 
selling  service  tool  in  the  hands  of  Digital’s  customers. 


EXHIBIT  111-3 


Digital’s  E-Store  as  a Product 
Degree  of  Interest  as  a Selling  Service  Tool 


Degree  of  Interest 

Number  of  Responses 

Client  Type 

Low 

High 

Sample 

1 2 

3 

4 5 

Size 

Strategic  Account^ 

2 

1 

- 

11 

CSQ2 

7 1 

3 

1 2 

16 

(Question  18b) 


1 . Only  3 ratings  given,  other  respondents  considered  it  not  appiicable. 

2.  Two  respondents  did  not  provide  rating. 
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EXHIBIT  111-4 


Client  Comments  on  Utilising 
Digital  E-Store  as  a ‘Product’ 

strategic  Accounts 

• Not  applicable 

• Might  through  increasing  awareness  of  new  products 
CSOs 

• ‘Box  shifter*  might  need  system 

• (Possibly)  for  some  customers/would  consider 

• Long-term  requirement  (possibly  in  4-5  years  time) 

• Need  control — no  direct  link  to  Digital 

• Against  passing  on  service 

• Would  offer  to  resellers  immediately  if  secure 

(Question  18b) 


Exhibit  ni-5  summarises  these  two  sets  of  results  in  quantitative  form,  in 
the  form  of  a table  showing  average  ratings  and  sample  sizes  for  both 
questions. 
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b; 

Potential  Features  of 
an  Electronic  Store 


Overall  Degree  of  Interest  in  E-Store 


Organisation 

For  Digital 
Procurement 
(Question  18a) 

As  a Service 
to  Clients 
(Question  18b) 

Strategic  Accounts 

3.5 

1.2 

Sample 

11 

3 

CSOs 

3.8 

2.3 

Sample 

16 

14 

Total  Sample 

3.7 

2.1 

Sample 

27 

17 

(Questions  1 8a  & b) 


Respondents  were  asked  about  their  satisfaction  levels  with  Digital’s 
current  services,  with  respect  to  eight  proposed  top-level  features  in  the 
E-Store  service  which  might  be  developed  for  the  U.K.  This  was  re- 
searched using  question  14. 

In  order  to  test  the  reaction  of  respondents  to  the  details  of  the  E- Store 
concept,  question  14  requested  them  to  rate  the  level  of  importance  that 
they  would  attribute  to  each  of  the  eight  proposed  E-Store  features  and  at 
the  same  time  comment  on  their  current  level  of  satisfaction  for  that 
feature  in  the  current  service  they  obtain  from  Digital. 

The  difference  between  these  two  ratings,  i.e..  Satisfaction  Rating  - 
Importance  Rating,  gives  a Satisfaction  (or  Dissatisfaction)  Index,  the 
ASI.  This  index  focuses  attention  on  those  areas  in  greatest  need  of 
improvement,  and  consequently  on  whether  the  E-Store  concept  would 
meet  real  client  needs  at  this  level  of  detail. 

The  lower  the  ASI  (i.e.,  the  more  negative)  the  greater  the  apparent  need 
for  improvement  over  the  current  service  method.  (This  ASI  technique  is 
used  with  great  utility  in  INPUT’S  annual  Customer  Service  Satisfaction 
Survey). 
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INPUT  assesses  the  level  of  the  ASI  as  follows: 

• A positive  ASI  corresponds  to  an  overfulfilled  or  over-satisfied  require- 
ment. 

• Zero  means  a satisfied  requirement. 

• Over  0.5  indicates  some  reasonable  concerns  and  worries. 

• Over  1 means  real  dissatisfaction. 

• Over  1.5  is  the  pain  region. 

Within  the  same  question,  respondents  were  encouraged  also  to  mention 
any  other  features  of  importance,  giving  ratings  and  satisfaction  levels. 
These  were  analysed  under  an  ‘Other’  category. 

Exhibits  III-6  and  HI-?  show  the  results  of  analysing  the  responses  from 
the  SAs  and  CSOs  respectively.  The  lists  are  given  in  ascending  order  of 
the  Satisfaction  Index,  i.e.,  the  most  unsatisfactory  features  are  listed  at 
the  top  and  the  least  unsatisfactory  at  the  bottom.  The  Other  category 
always  appears  as  the  last  line  before  the  Average  line,  which  is  calcu- 
lated to  exclude  Other,  which  could  bias  the  sample  if  included.  The 
charts  also  show  the  number  of  responses  given  to  each  line  (part)  of  the 
question. 

The  most  significant  differences  between  the  two  groups  are  that  query 
handling  and  the  actual  purchasing  (placing  of  an  order)  are  of  greater 
importance  and  more  unsatisfactory  to  the  CSOs  than  to  the  SAs.  Other- 
wise the  most  unsatisfactory  areas  are  similar,  but  with  varying  degrees 
of  importance  and  priority.  Configuration  checks  were  the  most  often 
mentioned  item  in  the  Other  category  by  both  groups. 
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Respondent  Ratings  of  Potential  Features 
of  an  Electronic  Store — Strategic  Accounts 


Feature 

Importance 

Satisfaction 
Index  (ASI) 

Net  Price  Look-Up 

4.3 

-2.2 

Order  Status 

4.3 

-1.5 

Quotations 

4.1 

-1.3 

Product  Look-Up  * 

4.1 

-1.2 

Digital  News* 

3.4 

-0.3 

Query  Handling* 

3.4 

-0.1 

Software  Demo  - 

2.6 

-0.1 

Purchasing* 

3.2 

0 

Other (x7) 

4.3 

-1.5 

Average 

3.7 

0.9 

(Question  14) 

Sample  Sizes:  11 , 1 0*.  9*.  8* 

Other  includes:  Configuration  checks  (x3) 

EDI  compatibility  (x1) 
Electronic  payments  - BAGS 
Statistics  of  usage 

NB:  ‘Average’  excludes  ‘Other’ 
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Respondent  Ratings  of  Potential  Features 
of  an  Electronic  Store— CSOs 


Feature 

Importance 

Satisfaction 
Index  (ASI) 

Order  Status* 

4.6 

-2.4 

Net  Price  Look-Up* 

4.7 

-1.9 

Query  Handling 

3.9 

-1.4 

Quotations^ 

3.8 

-1.2 

Product  Look-Up 

3.9 

-0.7 

Purchasing* 

3.8 

-0.7 

Digital  News 

3.7 

-0.7 

Software  Demo.* 

2.3 

-0.1 

Other  (x12) 

4.9 

-2.4 

Average 

4.1 

-1.2 

(Question  14) 

Sample  Sizes:  16,  15*,  13* 

Other  includes:  Configuration  checks  (x4) 

Product  availability  (x3) 

Services  purchase  (x2) 

Ledger  interrogation  (x1) 

Media  & documentation  updates 
MTQ  pricing 
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Exhibit  ni-8  shows  the  analysis  of  question  14  over  the  whole  sample. 


EXHIBIT  III-8 


c 

Perceived  Benefits 


Respondent  Ratings  of  Potential  Features 
of  an  Electronic  Store — Combined  Sample 


Feature 

Importance 

Satisfaction 
Index  (ASI) 

Net  Price  Look-Up 

4.5 

-2.0 

Order  Status 

4.5 

-2.0 

Quotations 

4.0 

-1.2 

Product  Look-Up 

4.0 

-0.9 

Query  Handling 

3.7 

-0.9 

Digital  News 

3.6 

-0.5 

Purchasing 

3.6 

-0.4 

Software  Demo. 

2.4 

-1-0.1 

Other 

4.3 

-2.1 

Average 

3.8 

-1.1 

(Question  14) 
Sample  Size:  27 


The  benefits  of  using  an  E-Store  were  investigated  using  question  15  in 
which  interviewees  were  asked  to  name  the  benefits  and  to  give  each  a 1- 
to-5  rating.  The  responses  were  analysed  to  group  like  with  like  insofar 
as  similarity  could  be  justifiably  accorded,  e.g.,  reduction  in  times  spent 
‘phoning  was  grouped  with  reduction  in  staff  costs.  Exhibits  III-9  and 
in- 10  represent  the  tabulations  of  these  responses  (with  average  ratings 
and  numbers  of  mentions)  for  SAs  and  CSOs  respectively.  The  benefits 
are  ranked  by  number  of  mentions  and  within  that  by  average  rating. 

Comparing  the  two  groups  we  see  that: 
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• CSOs  see  the  main  benefit  in  terms  of  the  enhancement  of  their  own 
ability  to  deliver  service  to  their  customers,  whereas  SAs  are  concerned 
with  improving  efficiencies,  and  in  gaining  more  confidence  in  Digital 
as  a source  of  information  and  action. 

• Obtaining  easy  and  reliable  configurations  appeared  in  both  lists. 


Perceived  Benefits  of  E-Store 
Strategic  Accounts 


Benefit 

Rating 

1 Low  - 5 High 

No  . of  Mentions 
by  Respondents 

Speed  of  Ordering/ 
Delivery 

4.2 

5 

Reduce  Paper/Admin./ 
Procurement  Cycle 

4.2 

5 

Ordering  Outside 
Normal  Hours 

2.3 

4 

More  Accurate 
Information 

4.7 

3 

Confidence  in  Order 

4.7 

3 

Parts  Identification 

4.3 

3 

Reduce  Telecomms./ 
Staff  Costs 

4.3 

3 

Configurations  and 
Quotes 

3.5 

3 

other 

4.0 

9 

(Question  15) 

(RANKED  BY  NUMBER  OF  MENTIONS/RATING) 

Other  includes:  Easier  business  (2x) 

Ease  of  use 

Check  delivery  schedules 
Cheaper  prices  (lx) 

Increased  control 
Statistical  information 


m-io 
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Perceived  Benefits  of  E-Store 
CSOs 


Benefit 

Rating 

1 Low  - 5 High 

Respondents 

Deliver  Quality  Service 

4.5 

10 

Reduce  Number  of 
Enquiries 

4.6 

7 

Improve  Communications 

4.5 

5 

Checking  Configurations 

5.0 

4 

Increase  Product 
Awareness 

4.3 

4 

Ordering  Outside  Normal 
Hours 

2.3 

3 

Reduce  Lead  Times 

5.0 

2 

Reduce  Costs 
(Stockholdings) 

4.0 

2 

Improve  Partnership 

4.0 

2 

Provide  More  Flexibility 

4.0 

1 

Schedule  Deliveries 

4.0 

1 

Provide  Technical 
Information 

4.0 

1 

(Question  15) 

(Ranked  by  Number  of  Mentions/Rating) 
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Impact  on  Current 
Procurement  Processes 


Both  groups  were  very  positive  about  the  impacts  on  the  processes  and 
procedures  currendy  in  place  to  handle  procurement,  with  positive 
comments  strongly  outweighing  neutral  or  negative  ones. 

The  comments  from  strategic  accounts  in  answer  to  question  16  were: 

• Less  telephone  contact  needed 

• None  - because  of  the  low-level  of  ordering  expected  from  Digital  (3) 

• Would  speed  up  purchasing  - would  not  favour  supplier 

• Efficiency  improvement  would  only  occur  if  E-Store  integrated  with 
EDI 

• Time  would  be  saved  in  processing  orders  - Digital  is  already  the 
preferred  source 

• Would  relieve  anxieties  about  delivery  times 

• Our  objective  is  to  reduce  the  number  of  orders 

• Would  enable  a wider  range  staff  to  order 

• Could  cut  down  on  staff 

Exhibit  ni-1 1 summarises  the  comments  in  terms  of  how  positive  or 
negative  they  were. 
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Impact  of  an  E-Store  Service  on 
Current  Procurement  Process 

SAs 


Overall  Assessment 
of  Response 

Number  of 
Respondents 

Positive 

5 

Fairly  Positive 

2 

Neutral 

4 

Mildly  Negative 

- 

Negative 

- 

Total 

11 

(Question  16) 


A wide  range  of  comments  also  came  from  the  CSOs  in  answer  to  this 

question.  The  positive  or  fairly  positive  comments  were  as  follows: 

• Would  increase  frequency  and  favour  the  supplier — puts  emphasis  on 
the  real  issues 

• Saving  time — delivery  times — affects  supplier  chosen 

• Speed 

• Would  increase  the  number  of  orders  and  would  favour  the  supplier 

• It  would  speed  up  purchasing,  relieve  order  enquiries  and  free  up 
purchasing  staff. 

• Would  give  Digital  a higher  profile  and  would  push  other  OEMs  into 
offering  a similar  service 

• We  could  process  orders  more  efficiently  - it  could  help  the  group 
business. 

• Improves  efficiency  of  the  buyers — but  orders  are  customer  driven — at 
worst  it  puts  Digital  on  a more  favourable  footing 
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• Would  stop  us  going  off  Digital,  gives  ‘certainty’  over  process 

• No  favouring  of  supplier — would  reduce  telephone  time  and  reduce 
work  for  buyers 

The  neutral  or  negative  comments  are  also  listed: 

• Not  much  impact,  no  cost  please  nor  penalty  if  paying  late  (like  IBM) 

• Little  impact,  we  are  own-system-driven 

• No  impact,  we  are  already  tied  to  Digital 

• Lose  personal  contact 

Exhibit  ni-12  summarises  the  CSOs  comments  on  a positive-negative 
scale. 


Impact  of  an  E-Store  Service  on 
Current  Procurement  Process 
CSOs 


Overall  Assessment 
of  Response 

Number  of 
Respondents 

Positive 

10 

Fairly  Positive 

2 

Neutral 

2 

Mildly  Negative 

1 

Negative 

1 

Total 

16 

(Question  1 6) 
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Expected  Pattern  The  expected  amount  of  use  of  an  E-Store  was  quoted  by  respondents  in 

of  Usage  answers  to  question  12a. 

The  usage  could  not  be  called  high  except  in  one  or  two  exceptional 
cases.  We  have  allocated  the  answers  to  different  levels  of  usage  for 
strategic  accounts  on  the  scale  shown  in  Exhibit  III- 13,  where  the  major- 
ity (55%)  would  have  low  usage  and  the  minority  have  medium  usage. 
Usage  rates  range  from  the  lowest  rates  of  2 to  3 times  a month  for 
transactions  (plus  the  preliminary  enquiries  leading  up  to  each  transac- 
tion) to  the  highest  quoted  rates  of  “several  times  daily.”  The  comments 
made  by  the  strategic  accounts  are  shown  in  Exhibit  III- 14.  The  main 
two  user  departments  would  be  Purchasing  and  IT,  with  order  placing 
being  the  work  of  Purchasing  and  other  enquiry  type  accesses  being  made 
available  to  all  or  a range  of  users. 


EXHIBIT  111-13 


Expected  Pattern  of  Usage 
for  an  E-STORE  System 

(SAs) 

No  Response 

1 

Low  Volume 

1 

Medium  to 
High  Use 

1 

Number  of 
Respondents 

1 

6 

4 

Respondent 

Comments 

• Only  tell  by 
experience 

• 2-3  times/ 
month  plus 
enquiries 

• 2-3times/day 
by  IT  staff 

• Frequent  for 
enquiries 

• Daily  by 
Purchasing 

• Several  times 
daily  by 
Purchasing 

(Question  12a) 
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Expected  Pattern  of  Usage  for  an 
E-Store  System  (Strategic  Accounts) 


Respondent 

Comment 

#1 

Not  known  - 1 person  per  supplier 

#2 

2-3  times  per  month  plus  enquiries 
(from  IT  people) 

#3 

Could  only  tell  from  experience 

#4 

Would  be  frequent  for  enquiries 

#5 

2-3  times  per  day  by  IT  (people) 

#6 

2-3  times  per  week  by  Purchasing 

#7 

70%  by  Purchasing  staff  - low  volume 

#8 

Minimum  once  a week  by  Purchasing. 
Hard  to  quantify  for  other  departments 

#9 

Daily  but  by  Purchasing  only 

#10 

Daily  by  Purchasing  (NB.  2,000  PCs 
with  Digital  pa.) 

#0 

Several  times  daily  by  Purchasing. 
At  regular  intervals  by  IT  personnel. 

(Question  12a) 


The  corresponding  scale  chart  for  the  CSOs  is  shown  in  Exhibit  III- 15, 
where  the  scale  is  more  evenly  balanced  between  Low  and  Medium-to- 
High  usage  users,  although  there  is  also  a higher  proportion  of  Don’t 
Knows.  Differences  from  the  strategic  accounts  are: 

• Salesmen  and  support  staff  would  be  using  the  system  for  enquiries. 

• There  are  more  companies  quoting  double  figures  of  users. 

Overall,  INPUT  expects  higher  usage  rates  to  be  obtained  from  CSOs. 
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EXHIBIT  111-15 


Number  of 
Respondents 

Expected  Pattern  of  Usage 
for  an  E-STORE  System 

(CSOs) 

No  Response  Low  Volume 

1 1 

Medium  to 
High  Use 

1 

4 

6 

6 

Respondent 

• Too  early 

• Use  2-3 

5-10  people 

Comments 

to  predict 

times/day  for 

using  it  daily 

(Question  12a) 

• Some 
concerns 

quotes  and 
technical 

• 1-2  users 
times  2-3 
accesses 
per  week 

• 

• 

Regular  orders 
hourly 

20  authorised 
users  to  have 
access 

20-40  users 

5 in  Purchasing 

2 in  Purchasing 
daily, 

6 salesmen 
twice  weekly 

F 

Attitudes  to  Charges  Strategic  accounts  are  more  consistently  against  making  any  form  of 

payment  for  an  E-Store  than  are  the  CSOs,  presumably  because  it  is  less 
critical  for  their  businesses. 

Their  comments,  given  below,  are  short  and  to  the  point: 

• No  charge  acceptable  - would  expect  lower  prices  via  system 

• Free  of  charge  or  not  at  all  (from  IT  people) 

• No  charge  acceptable 

• Must  be  free  of  charge  (FOC) 
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• Must  be  FOC  or  would  not  get  used 

• As  above 

• FOC  or  not  acceptable 

• FOC  only 

• To  be  evaluated  against  benefits 

• Not  known/no  answer 

These  responses  are  summarised  on  the  scale  chart  shown  in  Exhibit 
in- 16,  while  the  equivalent  chart  for  the  CSOs  is  given  in  Exhibit  III- 17, 
which  also  lists  the  more  varied  and  flexible  responses  of  this  group. 

The  CSOs  included  two  respondents  who  reported  paying  for  existing 
external  services,  one  for  services  supplied  by  IBM  and  one  obtaining 
current  services  from  Digital. 


EXHIBIT  111-16 


Respondent  Attitude  to  Charges 
for  Using  an  E-STORE  System 

(SAs) 


Negative 


Neutral  or 
Not  Known 


Positive 


Number  of 
Respondents 


8 


2 


1 


Comments 


• Free  of 


Not  answered 


• Evaluate 


charge  or 
not  used 


• Lower  prices 


(Question  12b) 
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Respondent  Attitude  to  Charges 
for  Using  an  E-STORE  System 

(CSOs) 


1 

Negative 

1 

Neutral 

1 

Positive 

1 

Number  of 
Respondents  ® 

6 

2 

2 

• System  is 

• Any  charge 

• Benefits 

• £200forS/W 

for  Digital's 

would  be  a 

would  have  to 

plus  £10/ 

benefit — no 

problem 

outweigh  costs 

month 

charge 

acceptable 

• Charge  would 

• Will  need  to 

• 10  free  hours/ 

not  be  well 

think  about  it 

month  then 

• Not  prepared 

received 

£1 5-20/month 

to  pay 

• Likely  obstacle 

• No  charge 
for  IBM,  nor 
from  Digital 

• Would  not  pay — 
at  the  moment 
£80/month  for 

• No  charge — 

EDI 

would  also 
expect  Digital 
to  pay  all 

• Charges  would 
be  an  obstacle 

access  costs 

• If  charges,  would 

• Must  be  free 
of  charge 

need  cost/benefit 
analysis 

• None  from  Motorola 


(Question  12b) 
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Generating  Business 
for  Digital 


EXHIBIT  ill-18 


The  respondents  were  asked  to  estimate  the  extent  to  which  an  E-Store 
might  help  to  generate  business  for  Digital.  Responses  from  the  SAs 
were  typically  terse,  as  listed  below: 

• May  through  increasing  awareness  of  new  products 

• Staff  would  be  more  Digital-aware.  Want  to  see  a pilot  site 

• Not  necessarily  but  edge  due  to  increased  exposure 

• Probably  not,  but  business  easier 

• No,  but  would  enable  current  business  to  be  done  more  efficiently 

• No,  since  everything  Digital  already 

• No  change,  concern  over  security 

• No,  would  put  client  at  a disadvantage  if  it  favoured  Digital 

• No  change 

• No 

• No 

Positive  responses  mentioned  the  necessarily  beneficial  effect  of  being 
more  aware  of  Digital  products,  prices  and  news.  Exhibit  III- 18 
summarises  the  SAs’  responses. 


Likelihood  of  E-Store  System 
Generating  More  Business  for  Digital 

SAs 


• 7 respondents  thought  no  impact 

• 4 respondents’  comments  could  be  classified  as 
neutral— main  point  was  that  increased  awareness  of 
Digital  products  would  do  nothing  but  good. 


(Question  19) 
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CSOs  had  a higher  proportion  of  neutral  answers  to  this  same  question 
(56%  against  the  SAs’  36%),  but  they  stressed  a different  factor.  What 
would  benefit  Digital  would  be  an  improved  quality  of  service  which 
would  be  reflected  in  increased  sales  through  the  value  adding  chain. 
The  comments  of  this  group  are  summarised  in  Exhibit  III- 19. 


EXHIBIT  111-19 


Likelihood  of  E-Store  System 
Generating  More  Business  for  Digital 

CSOs 


• 7 respondents  thought  no  impact 

• 9 respondents’  comments  could  be  classified  as 
neutral — main  point  was  that  increasing  sales  would 
be  a function  of  improved  service  delivered  by  the 
system. 


(Question  1 9) 
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A 

Strategic  Accounts 


Communicating  with  the 
Electronic  Store 


Communications  with  an  E-Store  were  investigated  in  a fairly  simple 
manner  using  the  three-part  question  17.  Parts  a.  and  c.  related  to  the 
type  of  network  and  modem  connection  respectively,  while  part  6 dealt 
with  the  desktop  facilities  in  use  in  each  respondent’s  company.  We  are 
reporting  the  findings  separately  for  each  of  the  two  sub-samples. 


1.  ConnectioiT  to  an  E-Store 

The  complete  set  of  comments  from  the  SAs  is  given  below  shown 

against  each  respondent  company’s  number  (see  Exhibit  1-5): 

• #1  - Would  use  our  DEC  leased  line 

• #2  - Would  use  a modem  connection 

• #3  - Would  use  a modem  dial-up  only.  Not  X.25,  nor  our  existing 
network 

• #4  - Would  use  a dial-up  modem  initially  (but  using  a VANS  would  be 
preferred  eventually).  All-in- 1 or  IBM  network  with  gateways  would  be 
ok. 

• #5  - No  modem  but  would  use  ES400  with  our  Purchasing  software. 
Exact  nature  of  the  link  unknown 

• #6  - No  modem  but  would  use  our  X.25  VAX  network  as  we  do  for  E- 
mail.  A modem  would  spoil  the  product 

• #7  - X.25  would  be  acceptable 
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• #8  - Initially  dial-up  as  only  1-2  accesses/week.  We  would  eventually 
link  to  our  ICL  system  via  a LAN  or  use  the  DEC  VAX  network  as  a 
gateway 

• #9  - Would  use  a dial-up  modem  as  low  frequency  usage  is  envisaged. 
Basically  any  type  of  network  connection  would  do 

• #10  - No  modem.  Would  use  X.25  or  X.400 

• #0  - X.25  is  OK.  Would  use  our  VAX  network  with  up  to  25  users 
with  access  to  the  E-store.  Or  perhaps  X.lOO? 

We  have  summarised  the  key  findings  in  Exhibit  IV- 1: 

• Use  or  non-use  of  a modem 

• Acceptability  or  otherwise  of  an  X.25  network 

• Presence  of  Digital-compatible  networks 

Note  that  IBM  SNA  networks  are  not  a factor. 


EXHIBIT  IV-1 


Connection  to  an  E-Store 
SAs 

• 4 would  use  modem;  3 specifically  not 

• 4 say  X.25  OK;  1 specifically  not 

• 5 mention  Digital  or  DEC  VAX  networks 


2.  Desktop  Facilities 

The  responses  to  question  17b  are  listed  below  for  the  1 1 strategic 
accounts  (In  some  cases  they  also  mention  the  network  in  use): 

• #1  - We  have  some  of  each  - workstation,  PC  and  terminal 

• #2  - Would  access  via  1 x PC  only 

• #3  - Via  1 X character  terminal  only,  hooked  up  to  a printer 

• #4  - 1-2  users  initially 


IV-2 
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• #5  - 900+  users  are  on  our  VAX  network  - they  could  access  for 
enquiries  but  not  for  ordering 

• #6  - 4-5  user  terminals  on  a 1,000-user  VAX  network 

• #7  - Under  10  character  terminals  on  X.25  link 

• #8  - 4 X PCs  initially  in  the  Purchasing  and  IT  departments 

• #9  - 6 X networked  terminals 

• #10  - Would  access  via  30  users  on  a DEC  LAN  system 

• #0  - Up  to  25  users  would  have  access  via  our  VAX  network 

Exhibit  rV-2  tabulates  the  number  of  terminals  in  use  according  to  a 
number  of  size  groupings.  The  most  favoured  grouping  is  the  2-5  termi- 
nals group,  but  the  companies  exhibit  a range  from  1 to  over  100  termi- 
nals. The  exhibit  also  shows  the  types  of  workstation  which  predominate 
in  each  company.  Character  terminals  are  most  commonly  encountered, 
but  a significant  number  have  a ‘mixed  bag.’ 


EXHIBIT  IV-2 


Desktop  Facilities 
SAs 


No.  of  Terminals 

1 

2-5 

6-10 

11-100 

100+ 

All 

No  of  Mentions 

2 

4 

2 

2 

1 

11 

Terminal  Types 

Terminals 

PCs 

Full  W.Stns 

Any/ 

Not  Known 

All 

No.  of  Mentions 

5 

2 

- 

4 

11 
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CSOs 


1.  Connection  to  an  E-Store 

The  equivalent  set  of  comments  made  by  the  16  CSOs  is  listed  below: 

• #1  - X.25  connection:  DEC  < — > Istel 

• #2  - Dial-up  modem  first;  then  X.25.  We  are  a comms.  company. 

• #3  - Prefer  X.25  using  dedicated  gateway  to  Digital.  Like  to  use 
MAIL. 

• #4  - Would  use  a LAN  gateway  on  a leased  line  or  via  PSS  - there  are 
various  mechanisms. 

• #5  - Using  a Dowty  Quattro  modem  @ 2400  bps.  We  have  a VTX 
line  with  a free  modem  & connect  time  (up  to  10  hrs.  per  month). 

• #16  - Would  use  X.25  from  an  8-user  VAX  network  - no  modem 

• #17  - Modem  dial-up  link 

• #18  - Use  X.25  - no  modem  needed 

• #19  - Use  X.25  - no  modem  or  dial-up 

• #20  - Either  X.25  or  X.400.  Possibly  modem  for  home-based  staff. 

• #21  - Would  want  the  link  into  the  Prime  network  via  X.25.  No  modem 
or  dial-up. 

• #22  - No  preference,  would  use  our  main  VAX  network.  No  modem. 

• #23  - No  preference.  Prefer  not  to  use  a modem.  Perhaps  X.400? 

• #24  - X.25  easiest  but  anything  goes.  No  modem  needed. 

• #25  - Only  via  modem  dial-up 

• #26  - No  preference.  Modem  during  the  build-up  phase  likely  at  first; 
the  application  might  help  justify  a leased  line. 

The  key  findings  are  summarised  in  Exhibit  IV-3  against  the  same 
parameters  used  for  the  SAs: 

• Use  of  a modem 

• Acceptability  of  X.25 

• Presence  of  Digital-compatible  networks 
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The  responses  to  question  17b  are  listed  below  for  the  16  CSOs: 

• #1  - 30-40  users  for  information  up  to  5 for  ordering 

• #2  - We  have  5 MACs  and  3 x PCs;  but  we  only  need  1 user 

• #3  - We  have  60  x terminals  and  20  x PCs 

• #4  - 25%  are  PCs;  75%  terminals  out  of  the  1,000  units  on  our  new 

network 

• #5  - Purchasing  have  1 x PC,  used  in  VT  emulation  mode 

• #16  - 8 X terminals 

• #17  - 3 X PCs;  1 X terminal 

• #18  - 5 X terminals 

• #19  - Up  to  20  X existing  terminals 

• #20  - Have  12  on  an  existing  VAX  system 

• #21  - Would  use  some  of  existing  600  terminals  on  network 

• #22  - Existing  VAX  network  has  100  terminals  - maybe  20-30  users 
need  access 

• #23  - Up  to  700  terminals  on  our  VAX 

• #24  - A hnk  to  our  VAX  running  40  terminals 

• #25  - 2-3  users  out  of  50-i-  terminals  on  our  VAX  would  need  access 

• #26  - Digital  terminal  would  be  1st  choice,  then  IBM  PC 

Exhibit  rV-4  tabulates  the  results  from  the  question  with  the  same  two 
tabulations  for  the  strategic  accounts.  The  2-5  terminal  group  is  again  the 
most  favoured  size  grouping.  Character  terminals  are  also  again  the  most 
frequently  encountered  terminal  type. 
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Connection  to  an  E-Store 
CSOs 

• 5 would  use  modem;  7 specifically  not 

• 9 say  X.25  best;  2 mention  X.400 

• 9 mention  Digital  or  DEC  VAX  networks 
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Desktop  Facilities 
CSOs 


No.  of  Terminals 

1 

2-5 

6-10 

11-100 

100+ 

All 

No  of  Mentions 

3 

6 

3 

4 

- 

16 

Terminal  Types 

Terminals 

PCs 

Full  W.Stns 

Any/ 

Not  Known 

All 

No.  of  Mentions 

8 

3 

- 

5 

16 
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Current  Procurement  Practice 


A 

Improvement  in 
Procedures  and 
Systems 


A number  of  initial  questions  were  drafted  into  the  questionnaire  to  cover 
the  respondent  companies’  procurement  and  purchasing  procedures  and 
systems.  These  questions  had  both  a strategic  and  a tactical  objective: 

• The  information  is  required  by  Digital  to  assist  in  the  formation  of  any 
promotional  activities  needed  to  implement  an  E-Store  project. 

• Tactically,  at  interview  time  these  questions  acted  as  a lead-in  to  the 
more  attitudinal  research  contained  later  in  the  questionnaire  and 
appertaining  to  the  assessment  of  the  E-Store  concept. 

Although  INPUT  has  analysed  most  of  these  questions  on  an  individual 
basis,  it  is  recognised  that  they  should  also  be  considered  as  a whole  on  a 
per-respondent  basis.  Each  set  of  responses  adds  to  Digital’s  knowledge 
of  the  individual  company’s  business  and  can  be  used  to  formulate  a 
profile  of  its  organisation,  etc. 


Question  6 is  the  key  question  relating  to  improvement  in  procedures. 

Analysed  responses  yielded  the  following  findings: 

• The  main  need  for  all  clients  was  for  a ‘higher  quality’  response  from 
suppliers,  meaning  in  short  a faster  delivery  service  with  more  accurate 
information  attached  to  it. 

• The  principal  trend  among  strategic  accounts  is  to  draw  up  bulk  pur- 
chasing agreements  with  important  suppliers.  This  involves  having 
centralised  master  contracts  from  which  supplies  can  be  called  off  on  a 
regular  basis  either  via  the  centre  or  more  locally,  i.e.,  by  region  or  by 
establishment.  Six  SAs  reported  having  recently  initiated  this  type  of 
contract  or  being  in  the  process  of  doing  so. 
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• The  principal  trend  among  the  CSOs  was  to  be  concerned  with  im- 
provements in  automation  of  procurement  support  systems.  This  could 
mean  anything  from  needing  to  review  an  old  (e.g.,  15  years  old) 
system  and  replace  it,  to  starting  out  on  the  path  to  computerisation. 
Eight  CSOs  were  somewhere  in  this  sequence  of  events. 

• Five  companies  were  using  EDI  (2  strategic  accounts  and  3 CSOs). 
Another  two  companies  were  considering  it. 

Exhibit  V-1  summarises  the  above. 


Improvements  in  Purchasing  Procedures 

Client  Needs 

• Supplier  response  needs  to  be:  j 

- Faster  j 

- More  accurate 

• Institute  Blanket  } 

Bulk  } Ordering  (6  x SAs) 

Master  } 

- With  call-off 

- Local/central 

• Reviewing/updating/automating  systems  (8  x CSOs) 

• Progressing  EDI  (3)  \ 

(Question  6) 


Question  6 also  yielded  information  on  the  type  of  procurement  system 
improvement  which  was  being  contemplated,  as  summarised  in 
Exhibit  V-2: 

• In-house-developed  purchasing  systems  would  be  replaced  by  exter- 
nally supplied  software  products. 

• The  development  of  external  links  was  already  under  way,  using  both 
EDI  and  existing  gateway  facilities  into  Digital’s  information  systems. 
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B 

The  Procurement 
Function 


Improvements  in  Purchasing  Systems 


• Replacement  of  existing  internal  computer  systems 

• Development  of  direct  links 

- EDI  (2) 

- On  line 

- Remove  paper 

- Personal  gateway  to  Digital  (2) 


(Question  6) 


1.  Strategic  Accounts 

The  main  split  of  responsibilities  within  the  procurement  or  purchasing 
functions  is  by  product  line  for  this  group  of  potential  users.  Another 
type  of  split  at  a higher  level  is  between  supplies  for  products  (production 
procurement)  and  supplies  for  ancillary  areas  (non-production,  e.g.,  IT). 
In  a minority  of  cases,  purchasing  of  services  and  purchasing  of  IT  is 
handled  by  a separate  section  or  according  to  different  procedures.  The 
purchasing  department  is  more  likely  to  get  involved  in  the  procurement 
cycle  if  the  purchase  is  a critical  one.  Otherwise  in  most  situations  they 
only  get  brought  in  to  choose  the  supplier  when  in  routine  situations  there 
is  little  to  choose  between  two  or  more  suppliers  of  the  goods  in  question. 

Exhibit  V-3  summarises  the  main  points  of  the  SAs’  responses,  while 
Exhibit  V-4  lists  the  responses  given,  together  with  the  different  numbers 
of  staff  in  the  respondents’  purchasing  departments. 
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Procurement  Systems 
SAs  Summary 

• 5 say  by  product  line  only 

• 7 mainly  centralised  with  Master  Contracts 

• Exceptions:  - Services 

- IT 

- Purchasing  more  if  critical 

(Questions  1/2/3) 
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Procurement  Systems 
for  Strategic  Accounts 

No.  of  Staff  in 
Purchasina 

- Central  purchasing  except  for  services 

(20) 

- Central  purchasing  for  IT  except  for 
peripherals  and  consumables 

(5) 

- Centralised  for  equipment  - 
responsibility  by  operation  for  costs, 
purchasing  influences  vendor 

(17) 

- Purchasing  acts  as  a post  box,  takes 
no  responsibility 

(4) 

- Centralised  master  contracts, 
call-off  by  location 

(20) 

- Two  levels  - end  user 

- purchasing  reassess  if  volume 
involved  (1) 

- Local  if  < £250 
Mainly  Master  contracts 

(60-80) 

- Contract  with  regional  call-off 
Forecast  stock;  RFT  if  non-stock 

(50) 

- Planned  contracts  ~ 2/3rds; 
requisition  ~ 1/3rd 

(2,000+) 

- 2 sites;  some  duplication 

(16) 

(Analysis  of  Questions  1/2/3). 


Question  5 was  aimed  at  editing  information  on  the  status  of  the  procure- 
ment function  within  these  organisations.  Most  respondents  (of  course, 
from  the  procurement  or  purchasing  departments)  had  a positive  view  of 
how  they  stood  in  the  eyes  of  management,  etc.  In  only  1 case  was  there 
a decidedly  negative  view.  Exhibit  V-5  summarises  the  comments  on  a 
negative  - positive  scale,  while  Exhibit  V-6  lists  the  responses. 
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Contribution  of  Procurement  Function 

Strategic  Accounts 

1 

Negative 

Neutral 

I 

Positive 

I 

(1) 

(3) 

(7) 

• Inefficient 

• Not  known 

• Measure 

j process 

! 

I 

I 

I 

I 

• None 

parameters 

• Reduce 
lead  time 

• Visibility 
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Contribution  of  Procurement  Function 
to  an  Organisation 


Comments  by  Strategic  Accounts 

• Reports  into  Operations  Executive  Director 

- Procurement  has  high  visibility 

• Reduces  lead  times  and  costs 

• None  as  NHS! 

• It  is  an  inefficient  process  (x2) 

- as  anyone  can  purchase  (x1) 

• As  cost  centre  - savings  important  - (x2) 

(1)  Measure  on  - Lead  time 

- Saving  schemes 
-QA 

(2)  Local  and  central  budgets 

• Price  & Delivery  - affect  product  cost  & potential  for 
added  value 

• We  measure  invoice  turnaround  - use  bulk  buying  as 
a cost  saving  method 

• Cost  of  procurement  target  is  1%  of  spend 

- We  measure  - Added  value 

- Service  grade 

- Delivery  time 

• We  measure  - Speed  of  purchasing 

- Price 


(Question  5) 
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2.  CSOs 

The  procurement  organisations  for  the  CSOs  were  typically  very 
centralised.  As  parties  in  the  supply  chain  of  IT  gotiis,  services  and 
systems,  these  companies’  businesses  revolve  around  their  ability  to  be 
able  to  add  value  to  a manufacturer’s  hardware  and  often  software 
product  as  well.  The  procurement  and  purchasing  functions  are  at  the 
very  core  of  an  organisation  of  this  sort. 

The  CSOs  range  in  size  from  small  integrators  with  50  or  so  staff 
through  large  distributors  of  a few  hundreds  of  staff  up  to  the  large 
professional  services  companies  such  as  Logica  or  SD-Scicon,  employ- 
ing 2,000  or  more  persons.  Purchasing  is  centralised  in  all  sizes  of  firms 
but  in  the  larger  firms,  procurement  is  in  the  hands  of  many  project 
managers,  i.e.,  spread  through  the  organisation. 

Exhibit  V-7  summarises  the  position,  while  Exhibit  V-8  lists  the  indi- 
vidual responses  together  with  quantitative  data  where  it  has  been  sup- 
plied. 
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Procurement  Systems 
CSO  Summary 


• 12  have  centralised  purchasing  or  so  small  only  ' " 

1 buying  point  | 

• Large  system  houses  have  many  buying  points  ! 
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Procurement  Systems  for  CSOs 


No.  of 
Buying 
Points 

No.  in 
Purchasing 
Dept. 

• Central  coordinating  group, 
project  managers  can  use  central  group 

5 

50 

• Central  function,  but  responsibility 
divided  by  functional  area 

9 

• Centralised  except  for  VARs  where 
purchasing  is  handled  separately 

- 

25 

• Centralised  purchasing  department 

- 

5 

• Central  + Admin,  group 

3 

9 

• Centralised  in  London  HO 
Divided  by  franchise  only 

- 

7 

• 1 person  for  OEM  purchases 

10-15 

• Central  purchasing 

1 

8 

• Will  be  combined  for  / Dealers 

\ End  users 

2 

10 

• Centralised 

1 

12 

• Orders  in  via  TOLAS  system 

4 approval 

4 

• Requisition  interface  standard 
Depts.  procure;  Purchasing  influences 
supplier  choice 

6 

• Time  is  spent  managing  DEC 

2 

2 

(Analysis  of  Questions  1/2/3). 
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The  responses  to  the  status  question  (question  5)  were  again  heavily 
weight^  in  favour  of  the  positive,  since  three-quarters  of  the 
interviewees  reported  favourably  on  the  contribution  that  procurement 
was  seen  to  be  making  to  company  well-being. 

Exhibit  V-9  illustrates  the  balance  of  responses  on  the  negative-positive 
scale,  while  Exhibit  V-10  lists  the  comments  made  by  the  CSOs  as  part 
of  their  response. 


EXHIBIT  V-9 


Contribution  of  Procurement  Function 

CSOs 


Negative 


Neutral 


Positive 


(2) 


(2) 


(12) 


• Perception 
of  Digital 
inefficiency 


• Seen  as 
service 


• Cut  lead  time 

• Customer 


# 


Cost  centre 


satisfaction 


• Minimise 


stock 


• Accuracy 

• Etc. 
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Contribution  of  Procurement  Function 
to  an  Organisation 


Comments  by  CSOs 

• Customer  satisfaction/service  depends  on  the 
“speed  of  procurement”  (x2) 

• Can  have  dramatic  impact  through  lead-time 
reduction 

• Seen  as  a service  - a cost  centre  (x2) 

• Minimises  stock  (x2) 

• Cuts  lead  times  (x5) 

• Correct  pricing 

• Accurate  delivery  dates 

• Personal  contacts  improve  efficiency 

• Need  flexibility  to  meet  customer  needs 

• Perception  of  DEC  inefficiency  (x2) 

• No  impact 


(Question  5) 
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Automated  Systems 
and  EDI 


1.  Strategic  Accounts 

Questions  7 and  10  were  designed  to  obtain  information  on  the  auto- 
mated systems  in  place  to  support  the  procurement  and  purchasing 
procedures,  i.e.,  type,  name,  name  of  supplier,  etc.  The  full  set  of  re- 
sponses from  the  strategic  accounts  is  given  below  in  bullet  form: 

• No  answer 

• None  used 

• Some  EDI  systems  are  used  but  not  for  computer  purchasing.  No 
answer  (on  mainframe  systems) 

• New  computerised  supply  system  (D&B  Software)  is  being  installed  - 
none  on-line,  none  on  offer  from  vendors 

• None  on-line,  but  a control  system  is  being  set  up  on  our  VAX 

• The  MSA  system  is  to  be  replaced  - there  is  no  external  on-line  link 

• In-house  on-line  system 

• In-house  mainframe  (ICL)  based  - there  is  no  auto-ordering 

• ‘Auto  Walker’.  It  is  not  friendly  and  is  integrated  with  accounts 
package 

• In-house  ‘ROSS’  system 

• Our  system  is  PC-based,  but  is  not  on-line. 

Exhibit  V-11  gives  the  synopsis  of  the  internal  systems  and  the  external 
links  used  by  this  group. 
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Automated  Systems 
SA  Summary 


• 1 out  of  the  1 1 had  manual  system,  with  2 not  answering 

• Vendors/product 

- Internal 

- MSA 
Auto  Walker 
PC-based 

Dun  & Bradstreet  Software 
In-house  (4) 

Not  answered  (2) 

None  (1) 

- External 
Services 

- Estelle  system  from  STC 

- A systems  house  is  offering  to 

(Questions  7 & 10) 

Exhibit  V-1 2 summarises  their  responses  to  the  questions  on  EDI  usage: 

• GPT  has  an  ongoing  programme  of  implementation  with  some  20  plus 
suppliers  already  linked  to  them  and  another  20  undergoing  trials. 
Large-volume  suppliers  were  being  installed  before  low-  volume  ones, 
such  as  Digital. 

• SET  RHA  was  using  a standard  NHS  system,  which  does  not  cover  IT 
purchases. 

• Most  respondents  saw  no  difficulty  in  implementing  EDI  with  Digital  if 
a link  was  offered  and  would  install  soon  after  the  decision  was  taken  to 
go  EDI. 

• Other  transactions  besides  purchase  orders  and  invoices  were  quoted, 
and  included  several  of  the  functions  ascribed  to  Digital’s  E-Store 
project,  e.g.,  production  of  quotations. 
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EDI  Usage 
SAs 


• 2 Using  EDI  - GPT,  SETRHA  I 

Only  GPT  for  Information  Systems  purchase  I 

• 2 Trialling  - GPT,  BT 

• More  or  less  immediately 

• Transactions 

- Electronic  payments  (BAGS) 

- Quotes 

- Progress  Chasing 

- Product  awareness 

(Question  9a/b) 


2.  CSOs 

The  CSOs,  being  smaller  companies  than  the  SAs,  had  less  automation  to 
support  their  procurement  and  purchasing  functions.  On  the  other  hand, 
they  had  more  experience  of  E-S tore-type  links  with  the  manufacturers. 
Exhibit  V-13  summarises  the  analysis  of  their  responses  to  questions  7 
and  10,  and  shows  that  only  50%  of  the  companies  were  computerised 
for  purchasing. 

The  principal  comments  obtained  from  the  CSOs  are  listed  below: 

• Manual  systems  only 

• Sales  order  processing  and  inventory  control  are  automated 

• A TETRA-supplied  package  runs  on  an  Apricot  system 

• A PERWILL  EDI  System  is  used 

• None  is  in  place  but  suppliers  are  starting  to  think  about  offering  a 
service 

• We  have  an  internal  system,  but  no  external  interfaces 

• We  are  not  on-line,  and  Dial-IBM  is  no  longer  used 

• We  have  been  using  EDI  with  IBM  for  3-4  years,  and  are  now 
installing  a system  with  SUN 
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Automated  Systems 
CSO  Summary 


• 8 of  the  16  respondents  had  no  automated  systems 

in  place 

• Vendors/product  - Internal 

- IBM 

- TOLAS 

- Protos  2000 

- Pioneer 

~ In-house  (3) 

- External 

- Dial-IBM  (5) 

Services 

- Digital  (3) 

- HP(2) 

- Compaq(l) 

- SUN 

- Motorola  \ 

(Questions  7 & 10) 


The  Dial-IBM  external  information  link  is  the  most  commonly  used 
external  link  supplied  by  a manufacturer. 

Exhibit  V-14  summarises  the  CSOs’  responses  to  the  EDI  questions,  and 
indicates  that  some  of  the  proposed  E-Store  facilities  are  seen  as  features 
(transaction  types)  of  EDI. 
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EDI  Usage 
CSOs 

• 3 were  using,  1 was  discussing  use 

• 13  Not 

• Implementation  time  fora  Digital  EDI  link  ranged 
from  “fairly  quickly”  to  “immediate” 

• Other  transactions 

- Progress  chasing 

- Price  lists/updates 

- Payment  (longer  term) 

(Question  9a/b) 

P 

Overall  Rating 
of  Digital 


Exhibit  V-15  summarises  the  comments  of  both  SAs  and  CSOs.to  ques- 
tion 13,  which  probed  for  the  respondents’  views  on  Digital  as  a supplier. 
The  strategic  accounts  gave  a neutral  assessment,  but  the  CSOs  were 
specific  about  certain  areas  such  as  delivery  dates  and  progress  informa- 
tion. On  these  last  two  topics  INPUT  had  met  with  continually  harping 
criticism  throughout  the  CSOs’  interviews.  They  should  be  taken  seri- 
ously since  the  criticism  was  consistent  and  occurred  at  various  points  in 
the  questionnaire. 
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EXHIBIT  V-1 5 


Digital’s  Rating 
as  a Supplier 

£A 

• Overall,  not  markedly  worse  than  rivals 

CSQ 

• Reasonable,  better  than  some  others, 
but  there  are  reservations 

• Delivery  dates 

• Progress  chasing 

(Question  13) 


Other  concerns  mentioned  under  question  20  at  the  end  of  the  interview 
included: 

• Concern  that  there  might  be  classes  of  users  and  that  the  less  favoured 
(i.e.,  smaller  companies)  would  have  access  to  fewer  facilities. 

• Current  systems  from  Digital  are  confusing  some  users  because  they 
are  not  integrated  under  one  umbrella  concept  or  facility. 
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Conclusions 


Conclusions  and 
Recommendations 


input’s  main  conclusions  as  a result  of  conducting  this  survey  for 

Digital  are  that  the  systems  provided  for  customers  to  assist  in  procure- 
ment are: 

• Confusing  because  of  their  diversity 

• In  need  of  serious  overhaul 

• Requiring  to  be  incorporated  under  a single  umbrella  concept  or  system 

Our  major  findings  are  listed  in  Exhibit  VI- 1 : 

• Users  believe  something  like  the  E-Store  is  the  next  natural  progression 
and  is  likely  to  be  made  available  by  one  supplier  or  another  soon. 

• Digital  should  act  now  to  rationalise  the  customer  procurement  inter- 
face. 

• Whatever  is  implemented  must  be  compatible  with  ongoing  initiatives 
and  in  particular  with  EDI  standards. 

• It  must  be  offered  free  of  charge. 

• It  should  be  simple  to  use  - a none  too  easy  requirement  to  satisfy  since 
simplicity  and  ease  of  use  often  have  conflicting  needs. 

• Above  all,  the  concept  of  eventually  integrating  the  supplier  systems 
with  the  user  systems  must  be  borne  in  mind. 
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EXHIBIT  VI-1 


B 

Recommendations 


Major  Findings 

• Must  do  something 

- E-Store  is  coming 

• Must  be  “EDI-compatible” 

• Must  be  “free” 

• Must  be  simple,  easy  to  use 

- Integrated 


INPUT  makes  three  recommendations  regarding  the  implementation  of 
an  E-Store  project  as  part  of  an  overall  improvement  in  its  channel 
interface,  and  these  are  summarised  in  Exhibit  VI-2: 

• The  project  should  be  introduced  in  a phased  manner  with  the  most 
important  areas  and  those  reported  as  most  unsatisfactory  to  users 
being  introduced  first. 

• A facihty  which  was  made  available  initially  only  via  an  internal  help- 
desk to  which  users  phoned  their  queries  and/or  transactions  might 
whet  their  appetites  for  the  real  thing.  This  should  be  used  as  part  of 
the  system  trials. 

• Careful  analysis  of  the  individual  companies  who  responded  will  assist 
in  easing  launch  and  implementation.  Overall  assessment  of  each  can 
be  made  by  assimilation  of  all  the  information  on  the  questionnaires 
handed  over  to  Digital.  INPUT  remains  available  to  assist  in  this  task, 
either  verbally  (by  telephone)  or  in  any  other  way. 
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EXHIBIT  VI-2 


Recommendations 

• Phased  functionality 

• In-house  implementation  initially 

- Query  desk  concept 

• Careful  analysis 
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Appendix:  Electronic  Trading 
with  Digital — Questionnaire 


Study: 
Qnre.No: 
Type  (S  or  C): 


CONFIDENTIAL 


ELECTRONIC  TRADING  WITH  DIGITAL 


Digital  is  considering  expanding  its  electronic  trading  facilities  in  the  U.K.  with  its  major  accounts 
and  business  partners.  INPUT  has  been  commissioned  to  research  the  validity  of  Digital’s  current 
programme  with  particular  reference  to  the  introduction  of  an  Electronic  Store  type  service. 

Company Interview  Date / / 

Address 


Tel.No: 


A.  PROCUREMENT 

Name  of  Purchasing/Procurement  Executive 

Title/Function 

No.  of  Staff  in  U.K.  Purchasing No.  overall  in  U.K. 
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1.  How  are  procurement  responsibilities  allocated? 
(Prompts:  - No.  of  points  - No.  of  budgets  - scopes) 


2.  What  procurement  processes/procedures  are  there? 

(Prompts:  Decentralisation  - Different  subsidiaries  - Rationalisation 
- Procurement  vs.  Purchasing) 


3.  How  does  purchasing  first  get  to  know  about  a buying  requirement  decision? 


4. 

(a) 

(b) 


Other  Details 

(Prompt:  Breaks) 

No.  of  Suppliers  Percentage  Significant  % 

Percentage  Less  Important  % 

Volume  of  Purchase  Orders  


/wk.  or  /mo. 

* please  delete  non-applicable 


with  major  suppliers 
with  lesser  suppliers 
for  small  items 
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(c)  Trends  in  ordering  patterns 


(d)  Any  differencies  between  products  and  services? 


(e)  Comment  on  length  of  communication  paths  internally  or  externally 

i.  Internal 

ii.  Suppliers 

5.  How  do  you  see  procurement  impacting  your  company’s  added  value? 

(Prompts:  - Management  perception  - Efficiency  - Lead  times  - Flexibility) 


6.  What  improvements  would  you  most  like  to  see  in  your  purchasing  procedures/systems? 
(Please  state  top  three  in  order) 

(Prompts:  - Personal  frustrations  - Changing  business  needs) 
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B.  SYSTEMS 

7.  What  automated  purchasing/procurement  systems  are  in  place?  What  interfaces  do  they 
have?  (Draw  block  diagram  if  helpful) 

(Prompts:  - Package  vs.  tailored  - Batch  vs.  on-line  - Next  rewrite/age/vintage) 


8a.  How  does  the  purchasing  break  down  between  different  media?  Who  uses  each  type?  and 
why? 

Telephone  Ordering  

Manual  - Paper  POs  

- Fax/Telex  

- E-mail  

EDI  

Other  

(e.g.,  E-Store) 

8.  Any  differences  for  IT  products  and  services? 


9.  Which  suppliers  do  you  order  from  using  EDI? 
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b.  How  soon  would  you  expect  to  order  from  Digital  via  EDI? 


c.  Will  EDI  be  used  for  any  other  transactions  besides  purchase  orders?  On  what 
timescales? 

(Prompts:  - Shipping  - Customs  - Payments) 


10.  Who  has  supplied  you  with  automated  procurement/purchasing  systems  or 
services? 

Name  of  Suppler/Product  Description  Comment  on 

Suitability 


11.  Do  your  other  IT  suppliers  (e.g.,  IBM  or  HP)  offer  any  automated  services  to  assist  in  the 
procurement/purchasing  cycle?  Are  they  offering  more  advanced  services/facilities? 
(Prompts:  - Major  features  - Standalone  vs.  Integrated  - Approaches  - Charging) 
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12a.  How  frequently  are  you  using/would  you  use  them  (if  Digital  were  offering  similar  facili- 
ties)? Who  uses  the  services  or  would  do  so?  and  how  many  people? 


12b.  How  are  they  charged  for?  and  is  this/will  it  be  an  obstacle? 


13.  How  does  Digital  rate  in  terms  of  ease  of  procurement  vis-a-vis  its  main  competitors, 
e.g.,  IBM,  HP? 


C.  ELECTRONIC  STORE 

Concept  Definition  for  an  Electronic  Store: 

“The  provision  of  an  Electronic  Information  Facility  where  trading  partners  can  poten- 
tially browse  product  offerings,  features  and  prices,  and  place  orders  directly  for  selected 
products.” 

14.  What  major  facilities  would  you  like  to  see  in  an  E-Store  service?  Please  rate  the  impor- 
tance of  each  feature  and  your  satisfaction  with  your  existing  systems  on  a scale  of  1 (low) 
to  5 (high) 

Feature  Importance  Satisfaction 

Product  Look-up  

Net  Price  Look-up  

Software  Demonstration  

Quotations  

Purchasing  Via  the  Store  

Order  Status  Enquiry  

Query  Handling  (e.g.,  returns) 

Digital  News  (latest  announce-  

ments,  special  offers,  etc.)  # 

Other 
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Comments 


15.  Please  rate  the  benefits  you  perceive  of  a Digital  E-Store  in  terms  of  their  importance  to 
you  - again  on  a scale  of  1 (low  importance)  to  5 (high  importance). 

Benefit  Importance  Level 


(Don’t  prompt,  let  them  say!  However,  remember:-  Procurement  productivity,  organisational  flex- 
ibility, improved  delivery  times,  improved  product  awareness,  availability  outside  working  hours, 
ability  to  meet  changing  demands,  lower  cost,  etc.) 

16.  Can  you  anticipate  how  such  a service  might  impact  your  current  procurement  processes? 
(Prompts:  - Timings  - Order  frequency  - Redeployment  of  staff  - Favour  supplier) 
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17.  How  would  you  most  easily  connect  into  an  E-Store  facility? 

a.  Network  Connections 

(Please  rank  in  descending  ease  of  connection,  i.e.,  1=  easiest,  2=  next  easiest,  etc.) 

X.25  

SNA  

Other  


b.  Desktop  Facilities  (Please  give  likely  no.  of  each  class) 

Workstations 

(Digital/Other)  

PCs  

Character  Terminals  

Other  


c.  What  modem  and  leased-line  or  dial-up  facilities  would  you  have  in  mind  for  your  pro- 
curement/purchasing staff? 


18a.  What  is  your  overall  degree  of  interest  in  using  E-Store  in  your  Procurement  arrange- 
ments with  Digital?  (Please  rate  it  on  a scale  of  1 to  5,  where  l=Low  interest  and  5=Very 
interested)  Please  also  comment  on  what  you  see  as  any  important  disadvantages. 

Rating 


Comments  

18b.  What  is  your  degree  of  interest  in  being  able  to  offer  such  a service  to  improve  the  Pro- 
curement arrangements  with  your  customers? 

Rating 


Comments 
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19.  Would  the  use  of  this  facility  result  in  you  bringing  more  business  to  Digital? 


20.  Any  other  aspects  you  can  think  of  or  want  to  ask? 


21.  Name  of  IT  Respondent 

Title/Function 

22.  Company  Details 

a.  U.K.  Revenues  (1990)  £ millions 

b.  IT  Expenditure 

as  a Percentage  of  U.K.  Revenues % or  as  £ m 

c.  and  please  indicate  whether  this  includes 

H/ware  / S/ware  / Staff  / Telecomms.  / Other 

please  ring  the  elements  which  are  included 

d.  Principal  Industry  Sectors 

i.  

ii.  

iii.  


THANK  YOU  FOR  YOUR  TIME 
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